This quantitative research study set out to replicate and extend Bianchi & Mathew's (2015) 
Introduction
The influence of the deployment of the Internet on international marketing activities of international firms has been an area of research interest many scholars within the international marketing and international business domain ranging from investigations into the impact of Internet deployment on international activities and international expansion to international market growth of firms (Bianchi & Mathews, 2015; Moen, Madsen & Aspelund, 2008; Loane, 2005; Lu & Julian, 2008; Mathews & Healy, 2008) . Findings from literature (especially on developed countries) reveal Internet deployment to have a positive impact on the availability of export information, nurture of business network relationships in foreign markets and increasing the holistic performance of export companies (Bianchi & Mathews, 2015; Bianchi, 2014; Teo & Choo, 2001 ). However, as Bianchi & Mathews, (2015) notes, most of the existing body of literature on Internet marketing and export market growth are conceptual in nature and thus there is a lack of empirical findings to hypothesize and test these conceptual propositions empirically validating or refuting them. Furthermore, due to the collectivist nature of most developing countries, especially in the Middle East, and the accompanying economic disparities, it may not be appropriate to generalize findings from the bulk of literature from individualistic developed countries to these developing countries.
Consequently, research is needed to provide findings that accurately depict the support or lack of the conceptual framework in developing regions of the world especially the Middle East.
Upon a review of existing literature, it is the position of this study that the deployment of the Internet to international marketing activities such as digital marketing, market research and after sales support, leads to the development of Internet marketing capabilities which impact export market growth as measured by monetary amount of export in existing and new foreign markets (Bianchi & Mathews, 2015) . Prasad, Ramamurthy & Naidu (2001) are also of the opinion that the deployment of Internet marketing capabilities strengthens marketing activities as it provides a means of seamlessly connecting with customers and suppliers.
The study conceptual framework is an extended version of a conceptual framework adopted from Bianchi & Mathews (2015) . The primary component of this conceptual model is its position that there is a relationship between Internet marketing capabilities and export market growth as mediated by two other firm-based capabilities: availability of export information and the development of business network relationships.
The Problem Statement
This research study investigates answering several questions related to the relationship and impact among the deployment of Internet marketing activities, the availability of export information, business network relationships, and country characteristics in terms of rate of economic growth and spending growth in Middle Eastern export firms. Specifically, the research investigates answering the question of whether the deployment and utilization of Internet marketing activities and processes increases the availability of export information. Consequently, determining if the availability of export information lead to an increase in export market growth.
In addition, the research study answers the question of whether Internet marketing activities and processes have a positive impact on international business network relationships and accordingly a positive one on the growth of export markets. Finally, the research investigates the mediating effect on the availability of export information on the observed relationship between business network relationship and export market growth through the rate of economic growth and the rate of spending growth of the target foreign market.
Motivation for the Research
This research study contributes to the literature through introducing foreign market characteristics as a moderating variable on the relationships between the mediators and export market growth. These foreign market characteristics include (a) economic growth rate and (b) spending growth rate. These two moderators included into the conceptual model are derived from previous research (Aspelund, 2008; Loane, 2005) that showed that the economic conditions of a foreign market can impact export market growth. In addition, this study represents an addition to the empirical research on Internet marketing capabilities and export market growth in general and in the Middle Eastern region in specific.
Literature Review Internet Marketing Capabilities
The Internet has been identified as one of the key marketing resources through which marketing departments in most organizations derive a key capability (Calantone & Griffith, 2007; Bianchi & Mathews, 2015) . This capability is most often derived and measured by examining the effective deployment of Internet based application and technologies such as online sales, advertising, customer relationship management, purchasing or procurement and market research among others (Trainor et al., 2010; Aspelund & Moen, 2004) .
The position of literature is that capabilities obtained from the effective deployment of Internet marketing techniques across traditional marketing functional areas has an indirect positive influence on the growth of export markets due to the availability of export information obtained through market research and active development of business network relationship (Bianchi & Mathews 2015; Aspelund & Moen, 2004) . In addition, numerous literatures suggest that the deployment of Internet marketing activities not only ensures the creation and nurturing of marketing capabilities, but also enhances the www.jbrmr.com A Journal of the Academy of Business and Retail Management (ABRM) 202 quality of decisions made across the organization and overall organizational performance (Moon & Jain, 2007; Gibbs & Kraemer, 2004; White & Daniel, 2004; Prasad et al., 2001; Teo & Choo, 2001 ).
Availability of Export Information
The Internet is indispensable to the survival of most businesses. A review of literature reveals that in addition to providing businesses an easy way to reach and feel the pulse of their customer base, it also serves as a channel through which organizations access quality information about the markets they serve locally or internationally (Hamill, 1997) . Furthermore, research reveals that the Internet increases the amount of market information available to business people (Hamill, 1997) . In fact, numerous scholars (Hamill, 1997; Quelch & Klein, 1996; Brock & YU, 2005; Hamill & Gregory, 1997; Cronin & McKim, 1996) pointed to the positive impact of the Internet on the availability and ubiquity of information about international markets through the facilitation of primary and secondary data collection such as online questionnaire and access to online databases and repositories. This ubiquity of market information coupled with the low cost of Internet access contributed to equal opportunities among firms of unequal sizes, and firms operating in advantaged versus disadvantaged geographic and economic regions (Wright et al., 2005; Aspelund & Moen, 2004; Arnott & Bridgewater, 2002; Teo & Choo, 2001; Bennett, 1997) .
A review of literature (Morgan, 2012; Piercy et al., 1998; Samiee, 1998; Li & Calantone, 1998; Cronin & McKim, 1996; Day, 1994; Hart, Webb & Marian, 1994) shows that efficiency and effectiveness in the identification, sourcing, organizing, dissemination and storage of export market information is a marketing capability that enables firms to grow internationally. This international growth is achieved through the revelation of new international market opportunities driving a motivation to engage while also providing information about international industry conditions such as international suppliers, distributors, customers, competitors and substitute products. Such information is crucial in guiding key marketing functions such as the development of new or existing products and the tuning of pricing strategies to better reflect or take advantage of conditions in the international export industry Business Network Relationships
The importance of quality business relationships and networks to the success of local and international business activities has been clearly evident for over the past two decades. First of all, notable studies (Bianchi & Mathews, 2015; Bianchi, 2014; Filatotchev et al., 2009; Pan & Park, 2008) found that organizations with high predisposition towards international exports, usually are competence in the development, nurturing and maintenance of international business networks. Secondly, several research (Bianchi & Mathews, 2015; Musten, Francis & Datta, 2010; Loane & Bell, 2006; Lohrke et al., 2006; Wu et al., 2003 Coviello & Munro, 1995 have established the rising number of business networks relationships and the increased dependency of organizations on them due to faster, cheaper and easier networking avenues made possible by the advent of the Internet. Thus, implying a relationship between Internet marketing capabilities and the development of business networks. Thirdly, in addition to establishing a relationship between quality business networks and export performance as well as a relationship between Internet marketing capabilities and business networks, numerous research (Bianchi & Mathews, 2015; Bianchi, 2014; Bauer et al., 2002; Piercy et al., 1998 ) went further to show that Internet marketing capabilities lead to the availability of adequate export information, which in turn facilitates the development of meaningful business relationships.
While most of the empirical research (Bianchi & Mathews, 2015; Ural & Hallumoglu, 2017; and Prasad et al, 2001 ) that tested and established the relationship correlation between business networks and export performance are based on data drawn from developing countries, Bianchi & Mathews (2015) study is the only one tried to replicate and investigate the relationship in an emerging Latin American country. Bianchi & Mathews (2015) further suggested that it is needed for other researchers to replicate and investigate the relationship in other emerging economies to provide evidence of the generalizability of the position that a relationship does exist between business network relationships and export market growth. Consequently, this study investigated the relationship using data drawn from the Middle Eastern Region (Jordan in particular). Going a step further than a mere replication and investigation of the above relationships as established by literature, this study contributes by examining the moderating effect of two country characteristics (economic growth and spending growth) on the mediating effects of the availability of export information on export market growth on one hand and business network relationships and export market growth on the other hand.
The introduction of both moderators to the conceptual model although not empirically suggested or tested in extant literature is however implied in a few extant literatures and in practice. For instance, Rahman, (2010) in studying factors which influence Bangladesh's export, noted that the total quantity of import demand from partner countries affect the volume of exports made by Bangladesh. This finding implies that economic conditions in a target foreign market influences the volume of exports and hence export market growth of a country. It is this paper's position that economic conditions in a target foreign market both reflects the economic and spending growth conditions in that market, which in turn affects the volume of imports demanded by importer's in that foreign market. Hence it is appropriate that any investigation into the antecedents or determinants of export market growth should explore the moderating role of the economic conditions in target foreign markets. Therefore, in this study we seek to extend extant literature by examining the moderating effect of economic and spending growths on the mediating effects of both availability of export information and business network relationships on export market growth. Research Hypotheses and Conceptual Model Upon the review of literature, the research deducted and aimed at testing the hypotheses stated hereafter: H1: There is a positive impact of Internet marketing capabilities on export market growth. H2: There is a positive impact of Internet marketing capabilities on the availability of export information. H3: There is a positive impact of the availability of export information on export market growth. H4: There is a positive impact of international business network relationships on the growth of export markets. H5: There is a positive impact of Internet marketing capabilities on business networks. H6: There is a positive relationship of the availability of export information on international business network relationships. H7a: The mediating effect of the availability of export information on the observed relationship between Internet marketing capabilities and export market growth, is significantly moderated by the rate of economic growth of the target foreign market. H7b: The mediating effect of the availability of export information on the observed relationship between Internet marketing capabilities and export market growth, is significantly moderated by the rate of spending growth of the target foreign market. H8a: The mediating effect of the availability of export information on the observed relationship between business network relationship and export market growth, is significantly moderated by the rate of economic growth of the target foreign market. H8b: The mediating effect of the availability of export information on the observed relationship between business network relationship and export market growth, is significantly moderated by the rate of spending growth of the target foreign market.
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To empirically test these hypotheses, the following enhanced conceptual model was developed:
The model was adapted from Bianchi & Mathews, 2015; Ural & Hallumoglu, 2017; and Prasad et al, 2001 )
Research Methodology
To verify the hypotheses stated above, a quantitative analysis was performed as detailed hereafter. SPSS Statistical software version 21 was used to perform both descriptive and statistical data analysis as explained hereafter
Study Population
The population of the study consisted of Jordanian export firms accessed through the Jordan Chamber of Commerce website (www.jocc.org.jo). The hypotheses stated above, were tested using firms as the fundamental unit of analysis (Morgan-Thomas & Bridgewater, 2004; Melewar & Stead, 2002; Bianchi & Mathews, 2015) . In those concerned firms, only employees involved in and conversant with the organizations export activities were approached to participate in the study. Thus, international marketers and decision makers in the targeted firms formed the primary target population.
Data Collection and Study Sample
Data for the study was collected using an online survey between October and December 2016. An online survey more economical and more practical to administer as well as faster and easier to respond to by participants. The initial approach in the data collection process involved sending out detailed email invitations to the participants outlining the purpose and procedure for completing the survey as well as a link to the online survey. At the end of the response solicitation period, a total of 320 questionnaires were received representing a 22% response rate. Four survey instruments had unengaged responses, while three had a great amount of missing data whose nonexistence was not at random. Hence, there were 313 usable survey instruments whose data was used in carrying out the analysis of this research study. Study Instrument www.jbrmr.com A Journal of the Academy of Business and Retail Management (ABRM) 205
Seven-point Likert scale questionnaires were used to measure internet marketing capabilities, the availability of export information, business network relationships and export market growth (Bianchi & Mathews, 2015; Gibbs & Kraemer, 2004; Wu et al., 2003; Petersen et al., 2002; De la Torre & Moxon, 2001; Hamill, 1997 and Ansoff, 1965) . A seven-point likert scale questionnaire was used as using more scale points is believed to provide more insightful results and returns driven by the more presented options it utilizes (Nunnally 1978) .]
In particular, the extent to which firms deployed internet-based tools to the marketing functions were specifically used to measure internet marketing capabilities (Gibbs & Kraemer, 2004 : Hamill, 1997 . Participants' response was relevant to their perception of the extent to which they perceive the growth or increase of new clients and customers in new and existing foreign markets as well as the retention of existing customers in existing foreign markets. These perceptions were measured on a scale of 1 (significantly decreased) to 7 (significantly increased) to indicate which export market growth led to an increase or a decrease in sales in the past year (Gibbs & Kraemer, 2004; Ansoff, 1965) .
As for Business network relationship, the instrument prompted respondents to record their perceptions of the degree to which their organizations rely on business networks to maintain, sustain, and strengthen their existing foreign customer relationships as well as enable the acquisition of new foreign customer base. Similarly, the questionnaire was used to measure the availability of export information (Bianchi & Mathews 2015; Petersen et al., 2002; De la Torre & Moxon, 2001; Hamill & Gregory, 1997) . Respondents' rate from 1 to 7 the quantity of information available and managed by their organizations on foreign competitors, foreign markets, foreign clients and foreign suppliers. To measure the two moderating variables: target country growth (high or low growth) and target country consumer spending growth, we rely on publicly available data from the Jordan Chamber of Commerce (www.jocc.org.jo).
In developing and administering the research instrument, the survey items were first of all codified in English and then translated to Arabic after which it was back-translated to English; while at the pre-administration phase, a pilot study was conducted using a convenience sample of four randomly selected Jordanian export companies. As the instruments were administered together and in a crosssectional manner, steps recommended by Podasakoff et al. (2003) such as the use of a seven-point likert scale, the use of sematic differentials as well as the incorporation of a mix of positively and negatively worded items were taken to minimize common method bias.
After conducting the pilot study mentioned in the previous section, very minor changes were made to the questionnaires and bordered entirely around semantics. Also, the test for common method bias using Podsakoff et al. (2003) approach revealed that no single factor accounted for the majority of variance explained in the variables under study indicating no common method bias issues.
Structural equation modeling
Structural equation modeling (SEM) is a series of statistical methods that allow complex relationships between one or more independent variables and one or more dependent variables (Kaplan, 2007) . Though there are many ways to describe SEM, it is most commonly thought of as a hybrid between some form of analysis of variance (ANOVA)/regression and some form of factor analysis (Kaplan, 2007) . In general, it can be remarked that SEM allows one to perform some type of multilevel regression/ANOVA on factors.
Descriptive Data Analysis Results
Descriptive results of data collected of the study sample showed that the average participating firm employed fewer than 200 employees, putting all of them in the category of small and medium scale enterprises according to the European Union (EU) and Mediterranean Middle East and North Africa (MENA) definitions. Participating firms have in their employment an average of 142.4 employees. The participating firms consisted of service firms (24%) and manufacturing firms (76%). Respondents consisted of top management executives, including individuals who held the positions of general manager (33%), International marketing managers (26%), managing directors and chief executive officers (17%), and administrative staff involved in decisions related to foreign market operations (24%).
The average company age was about 25.7 years and representative respondents had an average age of 43.2 years and had on the average 15years of experience with their organizations. The respondents recorded combined annual revenue of US$23.3 million for their firms and indicated that on average their organizations exported to six foreign markets with a majority (89%) recording more than three export markets. Also, respondents indicated that on an average 60% of their firm's total sales were made of exports to foreign markets. The common export markets recorded by respondents include the USA, India, Saudi Arabia, Iraq and Syria.
With regard to the use and deployment of the Internet for marketing related functions, descriptive results show that most (92%) of the surveyed organizations relied on the Internet for most of their communication needs. Of these 92% that utilized Internet related marketing activities, (88%) used emails, (21%) used social media and 8% used their company website for marketing related activities. These online activites the surveyed companies used varied between online advertising to prospective and existing foreign clients (86%), international market research (88%), online sales to existing and new foreign clients (60%), international procurements and purchasing activities (85%) and coordination of after-sale services (90%).
Statistical Analysis Results
The statistical method of choice in analyzing the conceptual model is structural equation modeling (SEM) which according to Emeagwali (2015) , is most suited for predicting changes in the outcome variables in complex conceptual models that entail multiple independent and dependent variables, or dependent variables measured on multiple dimensions. It is also a robust covariance based analytic process which facilitates the simultaneous conduct of global and local tests of the structural model as a whole and its hypothesized paths (Emeagwali, 2015; Hair et al., 2010) .
The Measurement Model (Confirmatory Factor Analysis)
As is the tradition with most structural equation models prior to the identification, specification and testing of the hypothesized paths in the structural model, specification, identification and estimation of the measurement model must be conducted (Hair, et al. 2010) . This is typically done through the conduct of a confirmatory factor analysis (CFA). Results of the global test of the CFA conducted reveals that the measurement had an acceptable model fit (X 2 /CMIN/DF = 1.803; CFI = .942; RMSEA = .051; SRMR = 0.320). All of the items loaded to their constructs at levels above 0.50, while all of the constructs exhibited high internal consistencies as evidenced by Cronbach's alpha values above .70 (see Table 1 ). Bianchi and Mathews (2015) ; Aspelund and Moen (2004) ; Gibbs and Kraemer (2004) Adapted from Bianchi and Mathews (2015) ; Hamill and Gregory (1997) ; De la Torre and Moxon (2001); and Petersen et al. (2002) Adapted from Bianchi and Mathews (2015) ; Wu et al. (2003) Bianchi and Mathews (2015) ; Ansoff (1965) In addition, the validity of the measurement model was established as the average variance explained (AVE) was above 0.50, while all values of maximum shared variance fell below AVE values, implying construct validity (Gaskin, 2016) . More on the validity of the variables as well as the correlation matrix are presented in Table 2 .
Structural Model Analysis Results
First of all, results of the structural model revealed a good model fit as seen in Table 3 . It also revealed that for Jordanian export companies, there is no direct impact of Internet marketing capabilities on export market growth (β = .06, p = .74). This finding leads us to accept the null hypothesis for hypothesis 1 thus showing no support for the alternative hypothesis 1.
However, results show that Internet marketing capabilities does have a positive and strong influence on the availability of export information (β = .52, p < .001), thus rejecting the null hypothesis and showing support for the alternative hypothesis 2. Furthermore, findings revealed a moderate influence of availability of export information on export market growth (β = .42, p < .001), supporting the expectations of hypothesis 3.
These findings for the first arm of the model (Internet Marketing Capabilities (IMG) →Availability of Export Information (AEI) →Export Market Growth (EMG)) revealed that while Internet marketing has no direct influence on export market growth, it does have a direct influence on the availability of export information, which in turn has an influence on export market growth. On the second arm of the model, findings revealed that Internet marketing capabilities had no significant effect on business network relationships (β = .08, p = .35), showing no support for hypothesis 4. However, business network relationships was found to have a weak but significant effect on export market growth (β = .24, p < .05) showing support for hypothesis 5.
Interestingly the results revealed that the availability of export information had a strong and significant effect on the ability of the companies under study to develop and nurture business network relationships (β = .56, p < .001), rejecting the null hypothesis and showing support for the alternate hypothesis 6. Results of the first hypothesized moderating effect show that the rate of economic growth in the foreign markets targeted by Jordanian export companies strengthened the observed effect of the availability of export information on export market growth (β = .53, p < .001), showing support for hypothesis 7a. Likewise, the rate of economic growth in the foreign markets targeted by Jordanian export companies also strengthened the effect of business network relationships on export market growth (β = .31, p < .05) rejecting the null hypothesis and showing support for the alternate hypothesis 7b. Results of the second hypothesized moderating effect revealed that the rate of spending growth in the foreign markets targeted by Jordanian export companies strengthened the effect of the availability of export information on export market growth (β = .57, p < .001), showing support for hypothesis 8a. Similarly, the rate of spending growth was found to strengthen the positive effect of business network relationships on export market growth (β = .28, p < .05), showing support for hypothesis 8b. Discussion and Conclusion While the research into the influence of Internet marketing capabilities on export market growth is still promising, this study extends the existing body of literature by examining the relationships contextually, from the Middle Eastern context especially through the lens of Jordanian export companies. Methodologically, it also extends current literature in observing how country characteristics (economic growth rate and spending growth rate) influence the relationships between the mediators (availability of export information and business network relationships) and export market growth. Theoretically, this study is based on the core competencies (Prahalad and Hamel, 1990) , resource based view (Barney, 1991) and capabilities (Teece, 2007; Teece et al., 1997) paradigms.
Findings from this study provide support on two levels for the position of current literature as it first established that the deployment of the Internet positively influences a corporation's marketing activities in foreign markets (Loane & Bell, 2006; Petersen et al., 2002; Quelch & Klein, 1996; Hamill & Gregory, 1997) . Secondly it agrees with the work of Bianchi & Mathews (2015) which sought to explain how the Internet affects foreign marketing activities by specifically demonstrating that Internet marketing capabilities had a positive influence on the availability of export information, and the development and nurturing of foreign business network relationships, both of which acting as mediators then directly influence export market growth.
Furthermore, the findings of this study specifically indicated that the development of Internet marketing capabilities by itself does not have any significant impact on export market growth supporting the position of the literature that while functional capabilities such as Internet marketing capabilities are necessary in enabling organizations to take advantage of opportunities in foreign markets, they do not necessary guarantee that the deploying organizations would directly derive some competitive advantage from such capabilities (Bianchi & Mathews, 2015; Reuber & Fischer, 2011; Barney et al., 2001) .
Our findings revealed that for Internet marketing capabilities to enable export companies to be able to take advantage of opportunities in foreign markets, they have to be indirectly focused on other key and more specific firm activities, processes and capabilities. These activities and processes should be conducted in a manner that directly have implications on the acquisition of competitive advantage that can then be leveraged to positively influence the performance of export companies in foreign markets (Bianchi & Mathews, 2015; Tippins & Sohi, 2003; Li & Ye, 1999; Booth & Philip, 1998; Barney, 2001; Powell & Dent-Micallef, 1997) .
Also, this study found that Internet marketing capabilities had a strong effect on the availability of export information which in turn had a positive effect on export market growth. This finding supports the position of literature (Bianchi & Mathews, 2015; Mathews et al., 2012; Morgan-Thomas & Bridgewater, 2004; Petersen et al., 2002; Hamill & Gregory, 1997) and implies that in foreign market contexts the deployment of Internet marketing capabilities positively affects the amount and richness of relevant foreign market information useful to exporters consequently leading to increased market growth. In particular, this research backs previous studies by showing support for the importance of the development of Internet marketing capabilities on the availability of key information from a Middle Eastern context and through the lens of Jordanian export companies. Also similar to the Chilean context (Bianchi & Mathews, 2015) , this study found that Internet marketing capabilities alone does not have an influence on export market growth, but only has one, when the availability of export information mediates the path. This study's findings thus further strengthen findings from the Latin American context by showing that this position is similarly supported in the Middle Eastern context.
Moreover, similar to findings from the Latin American context (Bianchi & Mathews, 2015 , Bianchi, 2014 Hewett et al., 2006) , this study also found that Internet marketing capabilities had no significant impact on the development of business network relationships, but rather had a significant impact on export market growth. This implies that in the Middle Eastern context, the ability to build relevant business network relationships relies more on direct social contacts. This is justified by the fact that the Middle East is a region with more of a collectivist orientation (Hofstede, 2001) where loyalties lie along family and community ties and relationships, hence, the dependence on the Internet for the development of networks is not feasible. Having that said, in the Middle Eastern context, when such business network relationships are developed through physical social contacts, they have a positive effect on export market growth.
Finally, while all findings presented in this study from a Middle Eastern perspective, supported and hence strengthened the position of literature, findings on the moderating effect of country characteristics (economic growth rate and spending growth rate of target foreign markets), provided an entirely novel information regarding the influence of Internet marketing capabilities on export market growth as mediated by the availability of export information and the development of business network relationships. Findings show that while the availability of export information and business network relationships each have a significantly positive effect on export market growth, the economic growth rate and spending growth rates of their primary target foreign markets strengthen the observed effects on export market growth. In other words, the availability of export information will have a stronger influence on export market growth when the economic growth rate and spending growth rate in foreign markets is high. Similarly, the effect of business network relationships on export market growth is stronger when the economic growth rate and spending growth rate in the targeted foreign market is high. This also implies that within the Middle Eastern context, the impact of Internet marketing capabilities on export market growth as mediated by the availability of export information will be stronger when the economic and spending growth rates of the target foreign market are high.
Contributions of the Study
Theoretically, this study makes three main contributions. First of all, it extends extant literature on the effect of the deployment of Internet marketing on export market growth by providing new evidence from the Middle Eastern region. Most extant research had previously tested these paths using developed countries as the primary context and this is the first time that this path is been tested in the Middle Eastern context, findings reveal that exporters in the Middle East, especially Jordan, deploy the Internet extensively especially in their marketing related activities.
Secondly from an empirical perspective, this study replicates the conceptual model previously tested in developed countries and Latin America, in the Middle East, further validating the primary model. The replication of this conceptual model in the Middle East, however provided support for the findings of Bianchi & Mathews (2015) that Internet marketing capabilities do not have an impact on export market growth or business network relationships as the majority of extant studies conducted in first world countries suggested (Lu & Julian, 2008; Samiee, 1998; Morgan-Thomas, 2009 ). However above and beyond its support or deviation from the positions of extant literature, it further extends the conceptual model with the new examination of the effect of two key moderating variables (economic and spending growth rate) related to target foreign markets, and found that they both strengthened the relationship between the mediators in the original model (availability of export information and business network relationships) and export market growth.
From a managerial and practical perspective, the findings of this study support the need for Jordanian export managers to both deploy Internet technologies and develop Internet marketing capabilities directed towards the generation of a wealth of export information and business network relationships in a bid to increasing export market growth. This is supported by findings from the Chilean context (Bianchi & Mathews, 2015) . However, a novel contribution to the implications for management is the fact that carefully targeting export markets based on economic and consumer spending growth both enhances export market growth potentials and thus, export managers will do well to incorporate these findings into the development of their international marketing strategies.
In particular findings show that in the development of international marketing strategies, Jordanian export companies should understand that the development of Internet marketing capabilities alone do not directly improve international market growth, instead managers should focus on directing Internet based technologies to particular marketing functions which are proven to facilitate the generation of a rich amount of export information and proven to facilitate the development of business network relationships, since our findings show that these two mediate the relationship between Internet marketing capabilities and export market growth. More importantly though is the fact that the mediating effect of these two variables has been shown in this study to improve and strengthen export market growth.
Limitations and Recommendations for Future Research
Two key limitations of this study point to generalizability related issues and includes the fact that the conceptual framework was tested within only one context (the Jordanian context), and the fact that data was not collected in a longitudinal manner. Also, in line with a common limitation of studies which depend on email surveys (Bianchi & Mathews, 2015) , a low response rate (22%) was obtained. Thus, future research could use other survey distribution techniques to obtain higher response rates.
To further extend the findings, a replication of the study should be carried out in the Middle East and North Africa (MENA) region to examine support or lack thereof of the findings of the study. Also, an attempt should be made at establishing relationship either using an experimental approach of the collection of longitudinal data.
